Istanbul 2011: Setting the Scene
Jean-Marc Huét - CFO
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Key takeaways

The transformation of Unilever is well underway
There are significant untapped opportunities

There is still more to do

Continuing to build a track record of superior, consistent performance




Our strategy Is clear and well understood
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HOW WE WILL WIN...

Deliver suparior products, dezign, branding and marketing

brand: an 2 Bigger, better, faster innovations

Appeal ta more consumers across needs and price points

NON-NEGOTIABLES
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Doubling the size of the business,
reducing the environmental impact

environmental impact



We have a business model that works

Embedding the virtuous circle of growth Financial Growth Model
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Our innovations are bigger, better and faster

Bigger innovations Better quality Faster roll-outs
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Top 10 projects A turnover 10+ countries roll outs



Our strategy Is enhanced by bolt -on acquisitions

Last 10 years 2009 - Today

180
disposals

L5bn spent on acquisitions:
A 14 acquisitions

A 7 in emerging markets

27
acquisitions A >80% Turnover in PC

M&A is now accretive to turnover - the first time in 10 years




We are leveraging global scale in IT and services

From: Fragmented systems Decentralised Internally focused
>200
To: Core ERP platform Centralised Connected to customers
4 ERP / 1 Global HR Enterprise Support and suppliers

Benefit Speed, transparency Disciplined approach, Better customer service,
and compliance better service, lower cost shopper insights

New technology enabling new ways of working dreducing cost and carbon



Repositioning IT to help drive growth

Supporting Customer Fast integration of Supporting Brands
Development acquisitions

Improving coverage, quality
of information and insights

A Global Digital capability
in traditional trade

Alberto Culver

Beauty is Our
- Business...

And Cur Busness
is aBeauty.

A More stores A

Integrated in 6 months A Global partnerships
A More perfect stores

A Common technology
platform




A more effective organisation 1 faster, fewer

Personal Care 8 clusters Food

Home Care Refreshment

Achieving the benefits of scale whilst ensuring local proximity




There are significant untapped opportunities

Winning in the Markets: ‘Straddling the Pyramid’

Reaching Down

Competing for
non- users at the
“bottom of the
pyramid”
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Reaching Up

Competing for
share gain &
premiumisation

Reaching
Wide

Be first and fastin
“white spaces”

white space
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And there is still substantial work to be done

o THE COMPASS EIE
Winning with brands and innovation

Winning in the marketplace

HOW WE WILL WIN...

Winning through continuous improvement

Winning with people
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1 Strengthen brands and innovation

Build stronger
brands

Innovate on the Core:
Dove Hair Damage Therapy

Drive mix through
premiumisation

Premiumisation:
Reaching up - Market Premiumisation

MARKET GROWTH OF GLOBAL PERSONAL CARE

sl _59 :

PRICE PREMIUMISATION

Need for bigger, better
iInnovation

Building another Storey: Innovation

/- NTRODUCING

[HE ART OF

AYPER-DISTILLATION




2 Step-up in-market execution

Perfect stores: Drive channels: Drive market
continue to roll -out a drugstores & pharmacy development

Reaching Wide

Be First and Be Fast in “white spaces”

More Stores Perfect Stores Geography‘ﬁll Build stronger presence in Central Africa
/ and Central Asia

UNIVERSE: 20 Mn

More Stores...Better Stores

mmEnrolment(m}
DISTRIBUTED: 10.5Mn a-Compliznce 29 (

- =" Increase brand coverage
Portfoliofill ia]

Consumer Fully deploy Male Grooming, Afro-Beauty,
segment fill Safe Water.

More Benefits

a W

Dove. Dove

Influence

" — = Double UL business in Drug stores
Opportunity 2008 2010 11 ( Channel fill Eﬂ "E fa = Establish presence in e-commerce. ‘

10 Step Market -y e
DevelopmentWheel = P




Further drive continuous improvement

Maximise return on
iInvestment

Step-up in CapEx to fuel growth

Increased focus on
Increased focus on D&E growth and innovation

vam and Innovation
mDeveloped ®D&E .
[ Infras!ruct\.lre and Savings

0%
+50%
+40%

2008 201

Maximising global
scale and local agility

Global Scale

€31bn Procurement

Global ® Regional

Global Sourcing from
Low Cost Countries

D&E >150 of 260
Factories

Scale in Logistics

Rigorous control
end-to-end SC costs

Replicable
E2E Solutions

Significant potential

Reaping the benefits

( Demand Volatility

Management
Network Redesign
Direct Deliveries
Product Formulation

Improved A&P and TTS
Investment

& Indirects Management

Rollout to
Other Countries
&

New Categories
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4 Performance culture

Fully aligned Reward linked to Continuously raise
organisation performance the bar




